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Abstract  
Organizations invest heavily in Customer Relationship Management (CRM) and Supply Chain 
Management (SCM) systems, and their related infrastructure, presumably expecting positive benefits 
to the organization. Assessing the benefits of such applications is an important aspect of managing 
such systems. Considering the salient differences between CRM and SCM applications with other 
intra-organizational applications, existing Information Systems benefits measurement models and 
frameworks are ill-suited to gauge benefits of inter-organizational systems. This paper reports the 
preliminary findings of a measurement model developed to assess benefits of CRM and SCM 
applications. The preliminary model, which reflects the characteristics of the Analytic Theory, is 
derived using a review of 55 academic studies and 44 papers from the practice. Six hundred and six 
identified benefits were then synthesized in to 74 non-overlapping benefits, arranged under six 
dimensions.  
Keywords: SCM, CRM, ES, Benefits, Content Analysis 
1 INTRODUCTION 
In recent time, organizations are implementing Customer Relationship Management (CRM) and 
Supply Chain Management (SCM) software solutions, to achieve a range of business benefits (Ballou 
2007; Richards and Jones 2008). According to Gartner Research Group, the worldwide SCM market 
grew 17.6% in 2007, leading to US$5.9 billion in license and maintenance revenue (Eschinger 2008), 
while the CRM market enjoyed a record growth of 23% in 2007, with total software revenue nearing 
US$8.1 billion (Mertz 2008). The steady growth of the CRM and SCM systems market is evident in 
the spending for 2008 in Europe, the Middle East and Africa where it is estimated at 11.1 billion 
Euros (Pang 2008).  
Weston (2003) differentiates the traditional Enterprise Systems with the CRM and SCM systems 
demonstrating differences between the stakeholders and the emphasis. It is also argued that, 
conceptually the CRM and SCM applications have a similar intention of providing services to 
external stakeholders. Consequently, it is apparent that the existing benefits frameworks and model 
for Enterprise Systems (e.g. DeLone and McLean 2003; Gable et al. 2008) may be ill-suited to assess 
the benefits of CRM and SCM systems. Given the novelty and lack of research on CRM and SCM 
benefits, the development of benefits model would requires an inductive, grounded approach.  
The ultimate goal of this study is to derive a measurement model that gauges benefits of CRM and 
SCM systems. Considering that such benefits are multi-dimensional faceted, the goal is to derive a 
robust, validated measurement model for evaluating benefits that is simple yet generalizable and 
yields results that are highly comparable across time, stakeholders, different systems, and system 
contexts. The approach employs perceptual measures, its aim being to offer a common instrument that 
addresses all relevant system users in a holistic way. Planning to develop in a two-staged approach, 
this paper provides the initial insights from the first phase of the research. 
Such a validated and widely-accepted measurement model has great new contributions to research and 
practice. Firstly, it extends the domain of IS success to two new contexts – CRM and SCM systems; 
whereas the previous research context was only limited in ERP systems. Secondly, it is the first trying 
to study the common benefits of CRM and SCM in a macro level way. Lastly, for IS management 
practice, it also provides a new means to benchmark and track the performance of CRM and SCM 
information systems in use.  
The remainder of the paper is organized in the following manner. The paper begins with a literature 
review. Next, the two-phased research design is introduced. Section four focuses on identifying the 
benefits of CRM and SCM applications, the subsequent section demonstrates the synthesis process. 
Section six introduces the a-priori model. The paper concludes with a summary and a research 
outlook. 
2 LITERATURE REVIEW 
The literature review below attempts to provide an overview of existing CRM and SCM literature. It 
is highlighted that most academic literature focus on implementation issues and methodologies for 
CRM and SCM applications. The existing discussion on benefits of such applications is scattered and 
lacks a common theme that facilitates a cumulative tradition of research. 
According to Ballou (2007), Supply Chain Management (SCM) as a concept and practice, 
encompasses the planning and management of all activities involved in sourcing and procurement, 
conversion, and all logistics management activities. According to Lambert and Cooper (2000), SCM 
systems provide for its adopters, an integration of key business processes from end user through 
original suppliers that provides products, services and information that add value for customers and 
other stakeholders. SCM systems use finite capacity planning algorithms that do not require iterative 
adjustments to the master schedule (Raman and Singh 1998), and real-time planning capabilities 
allow firm to react quickly to supply and demand changes. Coordinated planning and flow of material 
and information among supply chain partners can mitigate the “bullwhip effect” (Lee et al. 1997). 
SCM systems are most likely to provide tangible business value when well targeted, well timed, well 
managed and accompanied with complementary investments and actions (Barua and Mukhopadhyay 
2000). 
Customer Relationship Management (CRM), according to Reinartz et al. (2004), refers to a systematic 
process to manage customer relationship initiation, maintenance, and termination. CRM systems on 
the other hand, provide the infrastructure that facilitates long-term relationship building with 
customers (Hendricks et al. 2007). As mentioned previously, CRM is a systematic process to manage 
customer relationship initiation, maintenance, and termination across all customer contact points in 
order to maximize the value of the relationship portfolio (Reinartz et al. 2004). It is supported by both 
technology and process that is directed by strategy and is designed to improve business performance 
in an area of customer management (Richards and Jones 2008). Some examples of the functionality of 
CRM systems are sales force automation, data warehousing, data mining, decision support, and 
reporting tools (Katz 2002; Suresh 2004). CRM systems also reduce duplication in data entry and 
maintenance by providing a centralized firm-wide database of customer information. This database 
replaces systems maintained by individual sales people (Hendricks et al. 2007).  
The existing discussion on literature pertains mostly to the implementation success. Kim and Pan 
(2006) developed a process model of IS implementation for CRM. In this model, they identified five 
main factors that were really important for successful CRM project implementation-organization 
commitment, project management, process, technology, and consequences, with each of this main 
factor having several common factors. Also, they analyzed the inter-relationship between the main 
factors. And, from two unsuccessful cases, Kim and Pan realized that the effective management on 
the direction and strategies of CRM and other process related requirements played a key role in 
successful CRM implementation. In addition, Raman et al. (2006) identified four organizational 
capabilities for successful CRM implementation: (1) Organizational learning, (2) Business Process 
Orientation, (3) Customer centric orientation, and (4) Task-Technology Fit. When these four 
organizational capabilities are existent, the firms will have the ability to effectively implement CRM 
and gain a positional advantage, or else, the organizations should try to develop these capabilities or 
reevaluate whether it should spend so much money to adopt CRM systems.   
Similarly, Wei et al. (2007) presented a comprehensive SCM project selection framework, employing 
three phases and ten steps. The three phases are strategy analysis phase, the system analysis phase, 
and the group decision-making evaluating phase. They hold the opinion that only all the three phases 
go well, can the implementation of SCM be successful.  Moreover, Kotzab et al. (2006) developed 
another model for SCM implementation, containing four major factors: (1) Implementation of SCM 
within organization, (2) SCM activities, (3) internal SCM-conditions, and (4) joint SCM-condition. 
Herein, the internal and joint SCM-conditions are considered antecedents for SCM activities, which 
then directly affect an organization’s degree of SCM implementation. King and Burgess (2008) 
structured nine critical success factors for CRM systems as follows: (1) Context: knowledge 
management capabilities, willingness to share data, willingness to change processes, technological 
readiness. (2) Supporters: top management support. (3) Project organization: communication of CRM 
strategy, culture change capability, process change capability, and systems integration capability. 
On CRM and SCM benefits, McLaren et al. (2004) explored the SCM capabilities in the electronics 
manufacturers by observing such measures like (i) operational efficiency, (ii) operational flexibility, 
(iii) internal planning and analysis, and (iv) external planning and analysis. Craighead et al. (2006) 
classified SCM benefits to strategic and operational benefits. Similarly, using a structural equation 
analysis, Roh et al. (2005) explored a CRM system success model using data from 253 respondents of 
14 companies. Their model includes three main aspects: (i) the CRM initiatives, (ii) intrinsic success 
and (iii) extrinsic success. The CRM initiative was assessed using: process fit, customer information 
quality, and system support; while the intrinsic success was assessed using: efficiency and customer 
satisfaction. Extrinsic success was established using a single variable of ‘profitability’. Richards and 
Jones (2008) developed a conceptual model relating to CRM value drivers and identified seven core 
benefits: (1) improved ability to target profitable customers; (2) integrated offerings across channels; 
(3) improved sales force efficiency and effectiveness; (4) individualized marketing messages; (5) 
customized products and services; (6) improved customer service efficiency and effectiveness; and (7) 
improved pricing.   
In summary, The past studies on CRM and SCM benefits measurement has several gaps: (1) a lack of 
agreement on benefits and the measures associated with them, (2) little-to-poor validation of measures 
and dimensions employed in gauging benefits and (3) lack of theoretical grounding for benefits 
frameworks and models. These shortcomings hinder a cumulative knowledge in the area that 
comprises the comparability of measurement results. Moreover, given the strong demand from the 
industry for CRM and SCM applications, lack of a commonly accepted index for a critical dependent 
variable compromises the comparability of study results and hinders the cumulative research tradition.  
3 RESEARCH DESIGN 
Figure 1.   Research Design
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To develop a benefits measurement model, the study will employ a multi-method research design, 
employing the research cycle proposed by MacKenzie and House (1979) and McGrath (1979) for 
developing and validating a measurement model. It entailed two main phases as shown in Figure 1: 
(1) an exploratory phase, to develop the hypothesized measurement model, and (2) a confirmatory 
phase, to test the hypothesized measurement model against new data gathered. The exploratory phase 
- discussed in this paper - of this study adheres to the two-step approach of Burton-Jones and Straub 
(2006) for operationalizing constructs and identifying measures. The aim is to adequately account for 
the context of CRM and SCM systems and to ensure the model completeness and an appropriate 
choice of measures and dimensions. 
The exploratory phase is qualitative in nature. Its purpose, akin to the function phase of Burton-Jones 
and Straub (2006) approach, is to identify the a-priori salient dimensions and measures for the 
proposed measurement model. Herein, the study attempts to identify a-priori measures and 
dimensions from the existing literature, based on conceptual arguments.  
Deriving dimensions and measures from a thorough literature review involving both academic and 
practitioner literature for the a-priori model ensures that: (1) the referent measures and dimensions are 
not only conceptually, but also (2) empirically relevant in the systems context. Possible new measures 
that have not been captured in literature will be identified through the proposed focus groups with the 
CRM/SCM vendors, consultants and client organizations. The dimensions and measures substantiated 
and discovered in the identification survey phase subsequently became the basis of an a-priori model 
will then be operationalized in the subsequent survey. 
In deriving the benefits of CRM and SCM systems, this study follows the approaches of Shang and 
Seddon (2002) and Gable Sedera and Chan (2008). Shang and Seddon (2002) lends the methodology 
of identifying the wealth of benefits from CRM and SCM systems, while the Gable Sedera et al. 
(2008) provides the theoretical rigor in developing the measurement model. 
Following the guidelines of Shang and Seddon (2002), this study first identifies a wealth of benefits of 
CRM and SCM appearing in both academic and commercial outlets. Next, the gathered benefits will 
be synthesized using content analysis employing the characteristics of Analytic Theory. Akin to the 
IS-impacts measurement model, the characteristics of Analytic Theory employed in this study in 
deriving the a-priori model include: (1) mutual exclusivity of the dimensions and measures, (2) 
parsimony of the dimensions and measures, and the (3) appropriate hierarchy of the dimensions.  
The discussion below provides the application of content analysis and the analytic theory in this study. 
Content Analysis: Content analysis has been defined as a systematic, replicable technique for 
compressing many words of text into fewer content categories based on explicit rules of coding 
(Krippendorff 1980; Weber 1990; Stemler 2001). Content analysis is a widely used in qualitative  
research technique now, and has three distinct approaches: conventional, directed, or summative 
(Hsieh and Shannon 2005). Conventional content analysis, also described as inductive category 
development, is generally used with a study design whose aim is to describe a phenomenon. This type 
of design is usually appropriate when existing theory or research literature on a phenomenon is 
limited. Researchers avoid using preconceived categories (Kondracki and Wellman 2002), instead 
allowing the categories and name for categories to flow from the data. Directed content analysis, as a 
deductive category application, is often used when existing theory or prior research exists about a 
phenomenon that is incomplete or would benefit from further description. The goal of directed content 
analysis is to validate or extend conceptually a theoretical framework, model or theory. Summative 
content analysis starts with indentifying and quantifying certain words or content in text with the 
purpose of understanding the contextual use of the words or content. This quantification is an attempt 
to infer meaning rather tan to explore usage, so it goes beyond mere word counts to include latent 
content analysis, which refers to the process of interpretation content (Holsti 1969). In this paper, we 
employ the conventional content analysis, due the exploratory nature of the research.  
The objectives of the exploratory phase of this research (Figure 1) has a direct correspondence with 
the type 1 theory – analytic theory (Gregor 2006). According to Gregor (2006), building a 
classification framework or a taxonomy that is an important initial step towards building a theory and 
to derive a deeper understanding of a phenomena of interest. Herein, specifically we seek answering 
the “What is” question as opposed to explaining causality or attempting predictive generalizations is 
the essence of the approach1.  
Gable et al. (2008), in developing the IS-impacts measurement model, suggest three aspects of 
Analytic Theory applicable for any measurement model development (see detail discussions in Gable 
et al. 2008) : (1) model completeness – include all relevant dimensions and measures, where any ill-
conceived additions or omissions good and bad, high and low, positive and negative may critically 
mask, neutralize or distort results, (2) model parsimony – where only the simplest and smallest 
relevant dimensions and measures are included, and (3) mutual exclusivity -  where each measure 
addresses a unique benefit of CRM and SCM systems without having overlapping measures.  
4 IDENTIFYING A POOL OF BENEFITS OF CRM AND SCM 
The authors decided to extract stated benefits of CRM and SCM systems from two main sources: (1) 
traditional IS academic journals and conferences and (2) vendor success stories stated in the 
commercial press. The novelty of the phenomena and the exploratory nature of the first phase of the 
research in identifying CRM and SCM benefits justify the inclusion of commercial press as a source 
of evidence2. Benefits from academic studies are descriptive, while those from commercial press are 
empirical. However, considering the limitation of commercial press (see conclusion), benefits from 
both sources need empirically tested further by the second and third research phases. The following 
literature review considers 55 studies spanning from 2000 to 2008, across 15 IS journals and 
conferences3 using keyword, title and text search of a string of words related to the topic domain. 
From commercial press, 40 ‘success stories’ were identified from leading CRM and SCM vendor 
websites. All 96 ‘sources of evidence’ was then scanned for the stated benefits. This process yielded a 
                                                 
1
 The inter-relationships (see Gregor 2006) between the theories suggest that components of analytic theory are necessary 
before theory of other types can be expressed clearly. In order to formulate a theory for better explanation (Type II), 
prediction (Type III), testing (Type IV), and ultimately practice (Type V) of the factors for CRM AND SCM SYSTEMS 
success, we use this analytic theory approach to build a clear definition of constructs. 
2
 There are several limitations of using commercial ‘success stories’. These limitations are discussed in detail in study 
limitations section. 
3
 The journals canvassed include (but not restricted to): MISQ, ISR, CACM, I&M, DSI, JMIS, MS. The conferences include: 
ICIS, AMCIS 
total of 606 benefits statements relating to CRM and SCM systems4. We also note that 85% of the 
stated benefits are common to both CRM and SCM applications. 
5 SYNTHESISING THE CITATIONS  
Synthesizing this wealth of qualitative evidence into a useful, meaningful, and coherent classification 
of benefit measures and dimensions is a critical and complex stage of the study. The objectives of this 
exercise were to develop a model that is (1) simple and generalizable beyond the current study, while 
also being (2) intuitive to the study respondents. These two aims at times were diametrically opposed. 
In the interest of attaining the aforementioned qualities of analytic theory, the synthesis procedure 
attempts to reduce the identified benefits by removing overlapping measures to attain mutual 
exclusivity and parsimony. To avoid personal bias, the synthesis process was conducted by three 
experts on CRM and SCM systems, following four simple guidelines. The guidelines employed in 
synthesis include: 
(1) When two benefit statements are identical, they were merged into a single statement. 
(2) When two benefit statements employ the same keywords, they were merged into a single 
statement. 
(3) When two benefit statements use different keywords, but have a similar meaning, a list of 
synonyms were considered using a thesaurus. Measures where the replaced synonyms are similar, 
two statements were merged into a single citation. 
(4) When two statements use diametrically opposed of the same phenomenon, where a benefit on one 
statement is stated as an issue in the other, two statements were merged only taking the positive 
meaning of it. 
The guidelines above allowed the three coders to follow the same logical rational when synthesising 
the 606 citations. The synthesis process identified 74 unique benefits of CRM and SCM systems. The 
top-ten benefits of CRM and SCM systems, along with the sample citations and the references are 
stated in Appendix 1.  
6 DEVELOPING THE A-PRIORI BENEFITS MEASUREMENT 
MODEL 
Following the aforementioned notions of analytic theory for classifying elements (Gregor 2006) and 
the recommended guidelines of the IS-impacts measurement model (Sedera et al. 2003; Gable et al. 
2008), next the 74 benefits identified through the synthesis are grouped into appropriate hierarchical 
categories.  
The literature suggests two main approaches in developing an a-priori model: (1) a ‘bottom-up’, data 
driven, open coding approach or (2) a ‘top-down’, structured coding, framework approach (Gable et 
al. 2008). The top-down approach employs deduction, and starts with a logical framework or model to 
categorize the responses, while the bottom-up approach employs induction, starting with the data in 
hand, that is arranged into a logical classification. Given the relative advantages and disadvantages of 
these approaches, it was decided that the top-down approach first be attempted, and that a bottom-up 
approach only be adopted given poor fit of the data with candidate frameworks. 
 
 
 
                                                 
4 The page restriction in this submission prohibits us from including all citations. Citations are available from the contact 
author. 
 
 Operational Benefits (14) Organizational Benefits (20) 
Improve responsiveness*17 Cost reduction*29 
Improve sales team effectiveness and efficiency*15 Improve business process and employee efficiency *19 
Increase information sharing and exchanging  within  
the organization*14 Streamline processes *17 
Speed up delivery lead-times*13 Improve coordination and integration *16 
Increase overall productivity *13 Enhance long-term profitability *15 
Reduce outsource/order cycle time *9 
Enable better customer attraction, conversion and 
retention of target customers*11 
Speed up  information/material/cash transmission and 
flow *7 Improve flexibility*11 
Elimination of manual processing *6 Improve financial efficiency *11 
Increase volume of transactions and data*6 Increase sales*10 
Reduce order errors and number of returns*5 Extend global market*8 
Increase first contact resolution*2 Maximize returns in marketing investment *7 
Reduce the risk  of product and transaction *2 Increase overall competitiveness*7 
Enable dislocation of location*1 Enable long-term business relationship*7 
Reduce new employee ramp-up time *1 Improve pricing*6 
Managerial Benefits (8) Increase market share and margin*5 
Effective inventory management*16 Improve overall supply chain performance *3 
Better visibility for whole purchasing process*12 Develop new business opportunities *3 
Enable customer knowledge management*11 Enable key business development*2 
Enhance better decision making*8 Positive word-of-mouth/good reputation*1 
Improve resource and asset allocation *7 Reduce entry barriers*1 
Improve management efficiency and flexibility*7 IT Infrastructure Benefits (9) 
Monitor performance of suppliers/customers 
effectively *6 Improve information quality *16 
Reduce human resources*1 Automate all aspects of business process*5 
Strategic Benefits (11) Create a unified and integrated IT infrastructure *5 
Improve collaborative planning and forecasting*17 Reduce system maintenance costs and efforts *4 
Improve customer segmentation, targeting the most 
profitable customers*13 Provide transparent data*3 
Improve product and business innovations*8 Support complex payment structures with ease *2 
Improve customization of marketing efforts and 
messages to individual customers*7 Preserve IT investment *1 
Shift demand planning team’s focus of competence 
from data management to business analysis*4 Improve data availability*1 
Allow multi-channel integration*4 
Ensure rapid deployment and easy-to-use functionality 
*1 
Improve marketing effectiveness *4 External Benefits (12) 
Improve cross-selling/up-selling*3 Improve service levels*17 
Enable co-branding, joint-marketing and strategic 
alliances*3 Improve customer satisfaction *13 
Allow multi-channel communication*3 Enable personalized products and services*11 
Improve product differentiation*1 Improve customer loyalty*7 
  Focus on customers and their needs*5 
  Enable integration with customers/suppliers*5 
  Provide customers a “one-to-one” experience*4 
  Enhance ability to understand costs*3 
  Improve channel choice*1 
  Eliminate park permit complaints*1 
  Improve customer commitment*1 
  Improve product quality*1 
Table 1.            The a- Priori Benefits Framework of CRM and SCM Systems 
 
 
An attempt was made to map the 74 benefits into the IS-impacts model dimensions (Gable et al. 
2008), as well as the dimensions of the Shang and Seddon ERP benefits framework (2002). The 
benefits mapping exercise revealed that at the measurement level, both referent frameworks – 
developed in the context of Enterprise Systems – are not congruent for the identified benefits of CRM 
and SCM systems. However, the dimensions of both frameworks (System Quality, Information 
Quality, Individual Impact and Organizational Impacts of the IS-impacts model and Strategic 
Benefits, Operational Benefits, Organizational Benefits, Management Benefits, and IT infrastructure 
of the ERP benefits framework) provide a suitable starting point to develop a CRM and SCM 
benefits model. Given the inclusive nature in the dimensions of the ERP benefits framework (Shang 
and Seddon 2002) in comparison to a restrictive nature of the dimensions of the IS-impacts model, we 
opted to employ the dimensions of the ERP benefits framework in developing the a-priori model. 
However, we recognize that such open (and possibly overlapping) dimensions may not be suitable for 
a measurement model that ultimately results from this study. 
Having selected the ERP benefits framework, the 74 citations were then mapped into the 5 
dimensions. Similar to earlier procedures of mapping, 3 academics conducted the mapping of the 
benefits to the 5 categories. It was revealed that 62 of the 74 citations mapped easily and directly to 
the five dimensions. The remaining 12 citations warranted the creation of a new dimension titled 
“External User Benefits”, where the benefits are more specific to the external parties serviced by these 
systems. Table 1 demonstrates the 6 a-priori categories, the benefits and the number of citations for 
each benefit (of the 606 benefits).  
7 CONCLUSION 
This paper discusses the preliminary findings of a research attempting to develop a Benefits 
Measurement Model for CRM and SCM systems. Considering that such benefits are multi-
dimensional faceted, the goal is to derive a robust, validated measurement model for evaluating 
benefits that is simple yet generalizable and yields results that are highly comparable across time, 
stakeholders, different systems, and system contexts. The approach employs perceptual measures, its 
aim being to offer a common instrument that addresses all relevant system users in a holistic way. It is 
also intended that the model includes the characteristics of Analytic Theory.  
It is noted that the inter-coder reliability of the mapping exercise, did not reach the suggested 
guidelines of 70% of Krippendorff (1980). However, given the forthcoming survey instrument that 
finalizes the measurement model using empirical evidence, the tentative categorization in to the 6 
dimensions deemed adequate.  
In a study design with two interrelated phases, this paper reports the findings of the exploratory first 
stage, where the intention was to understand the wealth of CRM/SCM benefits to derive an a-priori 
model that can be tested in a subsequent quantitative survey. In gathering benefits of CRM and SCM 
systems, this study analysed 54 academic studies and 40 customer success stories arriving at 606 
benefit statements. The content analysis and the synthesis removed the overlapping / repeating benefit 
statements, yielding 74 mutually exclusive benefits. Using the guidelines of the Shang and Seddon 
ERP benefits framework, the a-priori benefits were mapped into the 5 existing categories of the ERP 
benefits framework. The ‘External Benefits’ category was created to accommodate the 12 un-mapped 
citations. A series of focus groups are planned to further improve the measures of the a-priori model 
derived herein. The final benefits measures will then be tested using a quantitative survey.  
As mentioned by Shang and Seddon (2002), we acknowledge the limitation in using vendor-published 
successful stories as evidence, where the vendors may overstate the successes and benefits of their 
products and perhaps avoid their failures. However, given that the focus of the study is to develop a 
benefits model that can be later employed to gauge the ‘level of success’ in a number of organizations 
use of such success stories do not possess a great issue.  
 
 
 Top 10 
benefits*(no. 
of citations) 
Citation examples and references from academic 
studies 
Citation examples and references from  
commercial press 
Cost 
reduction*29 
“Traditionally, SCM IS that focus on 
efficiency…can reduce transaction-processing 
costs to near negligible levels”  
- McLaren (2004, P4) 
“Key Benefits… expect to save $13 million 
over five years... expect to reduce IT 
support costs by $1.1 million over five 
years” - Intersil Corporation 
Improved 
business 
process and 
employee 
efficiency *19 
“Improving the effectiveness and efficiency of 
processes involved in customer relationships."  
- Chalmeta (2006, P2) 
 
"Key Benefits… Reduced transportation 
time… Reduced production time"  
- Sappi Fine Paper Europe 
 
Streamlined 
processes*17 
 
“Exploitation involves the application of variance 
reducing strategies to streamline activities, perform 
them efficiently with a high level of consistency, 
and achieve greater control over process 
execution."- Subramani (2004, P3) 
"Operational Benefits… Streamlined call 
centre processes"- Francotyp-Postalia AG 
 
 
Improved 
collaborative 
planning and 
forecasting *17 
"SCM IS increasingly incorporates support for 
collaborative planning, forecasting, and 
replenishment (CPFR) capabilities to enable 
tighter supply chain coordination between partners.  
- McLaren (2004, P4) 
 
"Brown-Forman put a global sales and 
operations planning process in place by 
leveraging the SAP APO component of the 
SAP Supply Chain Management (SAP SCM) 
application and cut forecast error by over a 
third by 2005"- Brown-Forman 
Improved 
responsiveness
*17 
"The Implementation of the system enhanced the 
corporation’s ability to respond rapidly to the 
ever-changing market."- Liu et al.  (2005, P12) 
"Financial and Strategic Benefits- Better 
supplier collaboration and responsiveness 
- Robert Bosch Lic 
Improved 
service 
levels*16 
"Improved customer service efficiency and 
effectiveness Customer service functions are on the 
frontline of an organization, providing an important 
source of contact with customers.  
- Richards and Jones (2008, P8) 
"Key Benefits… Increased loan and credit 
card sales to preferred customer base 
through enhanced service and better client 
insight …Promoted customer loyalty and 
established reputation as service-oriented 
organization "- Bank of Philippine Islands   
Effective 
inventory 
management 
*16 
"The inventory can be kept at a very low level. 
Due to the accurate and timely information, the 
manufacturer can reasonably and effectively control 
the inventory level using inventory control theory 
and methods. The inventory level of raw materials, 
parts, semi-manufactured goods, and finished goods 
has been diminished by about 25%. 
- Liu et al. (2005, P12) 
" Operational Benefits  Inventory Reduced 
by 17%"- Robert Bosch Lic 
Improved 
Information 
quality *16 
"Customer information quality. A function of the 
output value produced by the CRM system as 
perceived by the system users. Making effective use 
of customer information resources is the critical 
issues facing IS executives."  
- Roh et al. (2005, P2) 
"Financial and Strategic Benefits… Better 
supplier access to real-time demand 
information"- Robert Bosch Lic 
Improved 
coordination 
and integration 
*16 
“Similar examples of the benefits of merging e-
business technologies in order to coordinate SCM 
activities abound in the industry and academic 
literature."- Vakharia (2002, P3) 
"The CRM system has also encouraged 
collaboration between different divisions. 
Staffs are more willing to share information 
as they can now see how it benefits their 
colleagues.- Hanjin Shipping 
Enhanced long-
term 
profitability 
*15 
"We use profitability as an alternative to net 
benefit. The operationalized scales of profitability 
are increase of new customers, reselling or up-
selling, decrease of customers’ churn, and increase 
of overall profitability." 
- Roh et al. (2005, P4) 
“Financial and Strategic Benefits… 
Increased overall profitability" 
- Cherry 
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